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,BSTRACT This paper focuses on a study that examined bank selection criteria employed by women 
ntrepreneurs in Malaysia. A total of 100 women business owners participated in the study. The 
ndings reveal that the main factors determining bank selection are: fast and efficient service, ease of 
ibtaining loans, reception received at the bank, friendliness of bank personnel, lower interest charges 
,n loans, bank's reputation and image, confidence in bank manager and confidentiality of bank. The 
ndings are of interest to bankers because they provide information on the selection criteria by a 
rucial segment of potential customers. 
'HE BANKING INDUSTRY in Malaysia experienced a rapidly changing environment during the 
ast decade. This has resulted in intensified competition brought about by a growing financial 
;ophistication of customers, greater and more efficient use of information technology and 
ncreased numbers and types of competitors in the marketplace. This competitive situation 
nakes it a necessity for banks to identify appropriate marketing strategies to attract new 
:ustomers and retain existing ones. An increasing emphasis is being placed on the need for 
nore customer-oriented policies in the banking industry. Banks need a more effective approach 
o understanding customers and their needs. One of these strategies is for banks to identify 
he consumer decision-making process in selecting banks. Thus, it is imperative that banks 
levelop the ability to determine the selection process for the market segments they wish to 
Ittract and serve. 
Past studies have shown that a great effort was focused on investigating bank selection criteria 
lor a broad category of customers (Laroche..Rosenblatt & Manning, 1986; Khazeh & Decker, 
1992; Gerrard & Cunningham, 2001; Lee & Marlowe, 2003). One increasingly important segment 
of the market, which arguably has not been given much attention is that of women 
entrepreneurs. A recent study shows that women involvement in entrepreneurial activities. 
which include operating their own businesses, is  increasing around the world [Leventt. Masurel 
& Nijkamp, 2003). Women entrepreneurs are becoming more prominent not only in industries 
where they are traditionally active, but also in less traditional or non-traditional sectors (e.g. 
manufacturing, construction and transportation) and in new growth areas such as financial 
Sem~es and communication. With the dramatic increase in the number of women entrepreneurs, 
banks should investigate the banking behaviour of this vibrant market segment. This will give 
an ilnportant insight into hbw banks can market themselves more effectively. 
LITERATURE REVIEW 
research conducted on bank patronage behaviour examined a variety of attributes as 
determinants of the selection process. Studies by Laroche, Rosenblatt and Manning (1986) 
and Martenson (1985) reveal that location is the most important criterion in bank selection 
decisions. However, Khazeh and Decker (1992) and Javalgi. Armacost and Hosseini (1989) 
found that pricing factors were given higher importance in selection decisions. On the other 
hand, Kaynak (1986) found that parking facilities was the important criterion in selecting a 
bank, followed by reputation of the bank, service offerings and availability of credit. Khazeh 
and Decker (1992) also found that a consumer's choice depended on the service charge policy. 
and competitiveness of its loan rate. Earlier, Anderson, COX and Fulcher (1976) 
found that bank selection decisions were based on five criteria, namely, friends' 
recommendations, reputation of the bank, availability of credit, friendliness of staff and senrice 
Charges on accounts. Meanwhile, Driscoll(1999) reported that customers selected banks based 
on five factors, i.e. convenience, price, product 
selection, service and ambience. 
Owusu-Frimpong (1999) who conducted a 
study on patronage behaviour of Ghanaian 
bank customers found that customers looked 
for efficient service, understanding and high 
interest rates when opening bank accounts. 
The banks  were also perceived to be 
conveniently located, b u t  they had  a 
reputation for offering slow service and 
discourteous employees. Kaynak and  
Kucukemiroglu (1992) who investigated the 
importance of a series of factors in choosing 
a commercial bank found fast and efficient 
service, and friendliness to be the most 
important selection criteria. Boyd. Leonard 
and White (1994) asked respondents in the 
US to rank the criteria which they perceived 
to be most important in the selection of a 
. bank. The five most important criteria were 
reputation, interest on savings accounts, 
interest charged on loans, quick service and 
location in the city. Levesque and McDougall 
(1996) found factors like service quality, 
bank's features, competitiveness of the bank's 
interest rates and bank employees' skills a s  
criteria for choosing a commercial bank. 
Almossawi (2001) who conducted a study 
among 1,000 college students in Bahrain 
found that young customers placed more 
emphasis on factors like bank's reputation, 
availability of parking space near the bank. 
friendliness of bank personnel and those 
related to ATMs such as their availability in 
several convenient location and 24-hour 
availability of ATM services. 
Despite the exjstence of many studies on bank 
selection criteria, only a limited number of 
them addressed the issue of women. 
specifically women entrepreneurship. The 
findings of this study will add to the very 
limited knowledge presently available about 
women entrepreneurs and more importantly 
on how they decide which bank to patronise. 
By gaining more comprehensive information 
on the customers' attitudes, bankers may be 
in a better position to determine the behaviour 
of Malaysian women entrepreneurs. and 
therefore tailor their marketing strategies 
accordingly 
METHODOLOGY 
The objective of study was to determine the 
importance of selected patronage factors in 
choosing a commercial bank by women 
entrepreneurs in Malaysia. To achieve this 
objective, the required data was collected 
through a specially designed q ~ e ~ t i ~ n ~ ~ ~ ~ ~ . j  
The original version of the questionnaire,: 
written in English, was prepared after a rmQ ,, 
of the relevant literature. The questionnaire; 
was then translated into Malay. It was pre-- 
tested several times to ensure that the 
questions were fully understood by the 
prospective respondents. The questionnaire 
consisted of two sections. The first part 
elicited demographic information from the 
respondents .  The second par t  of the 
questionnaire asked respondents to rate fie 
relative importance of influencing factors on 
their selection decisions of commercial banks, 
using a five point semantic differential scales 
scale, ranging from 5 (very important) to 1 
( least  imp&rtant) .  A pre- tes t  was also 
conducted for the selection of factors which 
were relevant to the Malaysian banking 
circumstances, and the final 19 factors were 
decided upon.  The reliability of the 
questionnaire was assessed to determine 
internal consistency. A Cronbach Alpha 
Coefficient of 0.76 10 was obtained, indicating 
an acceptable level of reliability. An Alpha of 
0.7 is acceptable and those above 0.8 are 
considered good for research in social science 
(Cavana. Delahaye & Sekaran, 20011. 
The sample was selected to be representative 
of women entrepreneurs in the northern 
region of Malaysia. An entrepreneur in this 
study is a person who holds a majority share 
in a business and who is in charge of the day- 
to-day management of the business. The 
sample was obtained from a pooled listing of 
women business owners drawn from the 
t rade association's member directory. 
Questionnaires were completed at the work 
place or a t  home. Initially, difficulty was 
encountered when some of the women refused 
to participate. However, they became more 
comfortable once they understood the 
purpose of study and that confidentiality was 
assured. A total of 100 questionnaires were 
distributed. Responses were collected by a 
research assistant who waited while the 
quest ionnaires  were completed, thus 
generating a 100% response rate. 
FINDINGS AND DISCUSSION 
As shown in Table 1,  the majority of the 
women entrepreneurs studied were younE 
with 63% being under the age of 40 years and 
below. Most of them were manied (79%) and 
on average had at least a high school level 01 
education (77%) and another 15% were 
university graduates.  The predominani 
business activity was retail, followed by tbc 
previous studies where wbmen 
entrepreneurs were described 
as being of relatively young age, 
married with children, quite 
Well-educated a n d  mostly 
concentrated in the service and 
retail sectors (Leventt, Masurel 
& Nijkamp, 2003). 
Table 1: Profile of Respondents 
- 
Percentage + - 11 11 
17 17 ' 31 to 35 16 16 
I 3 6 t o 4 0  19 19 
41 and above 37 3 7 
Total 100 100 
b. Marital Status 
Single 11 11 
Married 79 79 
1 Other 10 10 
Total 100 100 
c. Education 
Pnmary school 8 8 
H~gh school 77 77 
Un~vers~tyICollege 10 10 
Total 100 100 
Table 2 presents the importance 
of patronage factors in choosing 
a commercial bank. The most 
important criterion for women 
entrepreneurs i s  ' fas t  a n d  
efficient senrice' followed by 
'ease of obta ining loans ' .  
personnel'.  Thls indicates t h a t  women 
entrepreneurs in Malaysia tend to put more 
emphasls on factors whlch glve them quick 
and  convenient services, a s  well a s  rhe 
hospitality of the bank staff. The relatively 
high ratlngs of the reception and fnenaliness 
are consistent with findings of Almossam 
(2001). Hu and Kar (2000) and Kaynak. 
Kucukemlroglu and Odabasi (1 99  1) where 
female customers looked for fnendly staff in 
a bank. 
Factors such a s  'external appearance of 
the bank', 'mass media advertising' and 
'recommendations of fnends and relatives' 
were given relatively low ranlungs. It would 
appear that service-related factors such as  
speed and efficiency might prove a more 
effectlve mode for attracting new business 
Fast and efficient service 
Ease of obta~ning loans 
Reception received at the bank 
Fr~endliness of bank personnel 
Lower interest charges on loans 
Bank's reputation and image 
Confidence in bank manager 
Confidentiality of bank 
Pleasant bank atmosphere 
Lower service charges 
Ava~lable parking space nearby 
Var~ety of services offered 
Financial consulting services provided 
Locatlon being near home or work 
Availability of overdraft facrlity 
High interest rates on savings account 
Recommendations of friendslrelatives 
d. Business Activity rather than bank attractiveness, recommen- 
Retail 60 dat lons  o r  advertising. These  findings 
rood industry 9 
4 
~ontrasted that of Tan and Chua (1986) who 
Service 
ClothingJFexttle 21 established that  'lnfluence of family and 
6 friends' was  two most  important  bank  
Total TOO 100 selection crlterla, while 'speed of service 
delivery' was found to be most unimportant. 
e Years in Operation 
Less than 5 2 7 However, studies by Gerard and Cunningham 
5 to 10 40 40 (1997) and Almossawi (2001) rated 'third- 
11 to 15 2 0 party influence' a s  t h e  least  important 
16 & above 13 j 100 cntenon Total 100 , 
-- 
It is interesting to note that  convenience 
clothing and food industry. The number of factors such as 'location being near home' and 
years In operation ranged from less than 5 'available parking space nearby' were not 
years to more than 16  years, w t h  11% being given high rating. This may due to threshold' 
111 operation for less than 5 years. 60% being factors which respondents may perceive a s  a 
in operation between 5 to 15  
years, and  13% for over 16  Table 2: importance of 
years. The h d m g s  m thls study 1 Rank Factor 
are similar to those found in , Deviation 
minimum requirement for a b a n k  even to  b e  
considered for patronage.  Although some 
factors s u c h  as 'recommendations of friends 
and  relatives', 'high interest rates  o n  savings 
accounts', 'availability of overdraft facility' and  
'location being near  home or work' were not  
rated of high importance they exhibited the 
h i g h e s t  v a r i a n c e s  i n d i c a t i n g  a l a r g e r  
difference of opinion in these areas.  
Overall, most  of the  criteria were rated as 
significantly above average in importance. 
There were no  means  scores below 3 .0  a n d  
14 of t he  factors were rated above 4.0. This 
i n d i c a t e s  t h a t  t h e r e  a r e  m a n y  f a c t q r s  
considered important in  the  bank  selection 
decision. This may be expected since many 
of these  factors were selected from those  
factors similarly evaluated i n  prior studies. 
CONCLUSION 
This study was designed to gain some insights 
into selected aspects  of banking behaviour 
among women entrepreneurs  in Malaysia. 
Women have been chosen as the  central point 
of discussion mainly d u e  to  a n  increased 
interest among banks  i n  women as a market  
segment. The  results suggest tha t  speed of 
service a nd  factors relating to the  competence 
a n d  friendliness of bank  personnel largely 
affect women entrepreneurs' choice of a bank. 
Banks should therefore place more emphasis 
o n  personnel training because  their  daily 
encounter with customers can  undoubtedly 
contribute significantly to the  banks' success. 
Owing Lo increased competition, banks  find 
themselves faced with the task of attracting 
a new customer base. Identifying the  bank  
se lec t ion  criLeria a m o n g  w o m e n  e n t r e -  
p r eneu r s  gives a n  impor tan t  insight  into 
how b a n k s  c a n  marke t  themselves more  
effectively PI3 
References 
Almossawi, M. (2001). Bank selection criteria 
employed by college students in Bahrain: An 
empirical analysis. International J o u r ~ ~ a l  ofBank 
Marketing. 19131, 115- 125 
Anderson, W. T.. Cox, E. P, & Fulcher, D. G ,  11976). 
Bank selection decisions and  marketing 
segmentation. Journal of Marketing, 40[11, 
40-45 
Boyd. W. L.. Leonard. M. & White. C. (1994). 
Customer prcfercnces for financial services: An 
analysis .  International Journa l  of Bank 
Marketing, 12(1), 9-15 
Cavana. R. Y., Delahaye. B. L. & Sekaran, U. 
(200 1). Applied Business Research: Qualitative 
and Quantitative Methods. Milton: John Wiley 
Gerrard,  P. & Cunningham. J .  B .  ( 2 0 0 ~ ~  
Singapore's undergraduaies. How they chaos; 
which bank to patronise. International J~~~~~ 
ofBank Marketing. 19(3), 104- 114 
Gerrard, P. & Cunningham, J. B. [19971. Islamic 
banking: A study in Singapore. International 
Journal of Bank Marketing, 15(61, 204-216 
Huu, P. T. & Kar, Y. H. 12000). A study of bank 
selection decisions in Singapore using the 
analytical hierarchy process. International 
Journal of Rank Marketing, 18(4), 170-180 
I 
I 
Javalgi. R. G.. Armacost, R. L. & Hosseini. J, C,  
(1989). Using the analytical hierarchy process 
for bank management: Analysis of custome, 
bank selection decisions. Journal of Business 
Research. 19(1), 33-49 
Kaynak. E. (1986). How to measure your banks 
personality: 'some insights from Canada. 
International Journal of Bank Marketing, 4(3], 
54-68 
Kaynak, E. & Kucukemiroglu, 0. (1992). Bankand 
product selection: Hong Kong. lnternati~n~i 
Journal of Bank Marketing, lO(1). 3- 16 
Kapnak, E., Kucukemiroglu. 0.  & Odabasi, y, 
(1991). Commercial bank selection in Turkey 
International Journal of Bank Marketing, 9(4), 
30-39 
Khazeh. K. & Decker, W.H. (1992). Howcustomers 
choose banks? Journal of Retail Banking, 14(41, 
4 1-44 
Laroche. M., Rosenblatt, JA. & Manning, T. (198fi). I 
Services used and factors considered important 
in selecting a bank: An investigation across 
diverse demographic segments. Internattonal 
Journal of Bank Marketing. 4(1). 35-55 
Lee, J .  & Marlowe, J .  12003). How consumers 1 
choose a financial institution: Decision-making 
I 
criteria and heuristics. International Journal of 
Bank Marketing, 21(2), 53-71 1 
Levent, T.B., Masurel, E. & Nijkamp, P. 120031. 
Diversity in entrepreneurship: ethnic and female I 
roles in urban economic life. Iniernationul , 
Journal of Social Economics, 30( 1 I). 1 13 1 - 1 161 
Levesque. T. & McDougall. G.H.G. (19961. 
Determinants of customer satisfaction in retail 
banking.  International Journa l  of Bank 
Marketing. 14(7), 12-20 
Martenson, R. (1985). Customer choice criteriain 
retaiI bank selection. International Journal of 
Bank Marketing. 3(2), 64-75 
Owusu-Frimpong, N. (1999). Patronage behaviour 
of Ghanaian bank customers. International 
Journal of Bank Marketing. 17(7), 335-341 
Tan, C. T. & Chua, C. (1986). Intention, attitude 
and social influence in bank selection: A study 
in an oriental culture. International Journal 
Bank Marketing, 4(3), 43-53 
